One out of four people in the world is a Moslem, and Indonesia ranks first on the biggest
tertainment. it has a sacred quality in which it is a defining moment in the life of the tourists.
The field of tourism research has matured, with many of its aspects explored. however, the studies of religious/spiritual/pilgrimage tourism researches are limited and case-based, such as specific to a tourism site or a shrine (Phukan, rahman & devdutt, 2012) . studies of spiritual tourism can be further classified to conceptual, marketing, destination, and socio-cultural, while in marketing studies researches focus on marketing strategy, drivers of spiritual tourism, development of typology model, and analysis of tourists' perspective and attitudes (Phukan, et. al., 2012) .
Hajj and Umrah Travel Agency Industry
high demands on hajj and umrah in indonesia leads to great opportunity for travel agencies. many agencies offer hajj and umrah packages, one of which is PT armineareka, which boasts 18,000 representatives for the last 22 years (yohana, 2012) . in indonesia, hajj and umrah travel agencies gather in himPuh (association of umrah and hajj organizers) since 2009, and presently the members serve nearly half a million umrah pilgrimages (Tentang himPuh, 2012) .
increasing demand on hajj and umrah also leads to increasing number of fraud cases on potential pilgrims. The government promises to take down the license of hajj and umrah travel agencies that are proved to swindle (Kemenag akan cabut izin Biro haji dan umrah yang nakal, 2013) perception of the value of their purchase of hajj and umrah packages, the travel agencies themselves, and other related values have never been studied. also, the relationships between these post-purchase values to trust on the agencies and to satisfaction on both the agency and the packages needs to be studied, as satisfaction and trust lead to commitment to use the agencies in the future, and future commitment leads to continuity of business.
The purpose of this paper is to identify the relationships of post-purchase perceived-values to relationship quality, which consists of satisfaction, commitment, and trust, on hajj and umrah travel agencies. This paper consists of four sections. The first section deals with reviews of previous studies on travel agencies, defines the research model, and states the hypotheses. The second section outlines research method used in this study. The third section discusses the results, and the last section presents conclusions, implications, and limitations of this study.
Literature review
This section discusses hajj and umrah in context of religious tourism and reviews the hajj and umrah travel industry. This section also reviews literatures on travel agencies as well as presenting the formulated research model and hypotheses.
Religious Tourism raj (2007) discusses hajj and umrah as religious tourism. he argues that hajj and umrah are religious touristic events. it is different from western/ secular view of tourism, which has additional motive of leisure and en-hajj travel agencies (figure 1). customer post-purchase perceived value directly and positively affects satisfaction of hajj and umrah packages and the travel agency and affects trust and commitment to travel agencies.
Relationship Marketing
relationship marketing seeks to nurture long-term relationship (Kotler, 2012) . Keeping relationship with customers can be interesting where the relationship can be maintained and increased (gronroos, 2000) . it means that service providers must keep the relationship interesting by implementing right marketing strategies for maintaining the relationship.
By combining the abilities to respond directly to customer requests and to provide the customer with a highly interactive and customized experience, companies have a greater ability today to establish, nurture and sustain longterm relationships than ever before (winer, 2004) . Quality improvement can be enhanced by learning what customers really need because they will choose the service providers which best meet their needs .
The influence of the post-purchase perceived value of a tourism package indicates that the quality of relationship between service provider and customers enhances long-term value for both providers and customers, especially for customers (moliner et al, 2007) . in general, relationship with customers is a fundamental principle for marketing and becoming a dominant marketing paradigm (gummesson, 2002) , and relationship marketing is a challenge for tourism (fyall, callod, and edwards, 2003) Literatures on Travel Agency in the topics of travel agencies, previous studies focus only on general issues of travel agencies such as measuring service quality (johns, avci & Karatepe, 2004; lobo, maritz & mehta, 2007; shahin & janatyan, 2011 ), satisfaction (millán & esteban, 2004 , and other factors that influence selection of travel agencies in regional setting (cassiby & Brown 2006) . another study focuses on customer zone of tolerance on travel agencies (gilbert & gao, 2005) .
one study focus on relationships of customer expectation, satisfaction, and loyalty to travel agencies (rodríguez del Bosque, san martín. & collado, 2006) . however, their study does not differentiate between customer satisfaction to travel packages and satisfaction to the agency. moreover, they do not differentiate customer loyalty from the affective commitment and cognitive commitment. The study also only focuses on customer pre-purchase expectation on travel agencies, not on post-purchase perceived value.
other study focuses on relationship of customer post-purchase value, trust, satisfaction, and commitment on travel agencies (moliner, sánchez, rodrí-guez & callarisa, 2007) . in the study, the post-purchase value consists of perceived value of travel packages, the travel agencies themselves, and other values. They divide satisfaction into satisfaction on travel packages and on the travel agencies. customers' trust affects loyalty commitment, both cognitive and affective commitment.
This study adapts the model developed by moliner et. al., (2007) to umrah and customer loyalty of various products category (fornell, 1992) . managing customer's assessment of payment and satisfaction may have positive benefits for organization's loyalty and profits (Bolton and lemon, 1999) . in relation to service business, an overall satisfaction is defined as an evaluation of service quality.
While performance can be defined as the customer's perception of what they received after consuming a product, it is important to measure customer satisfaction because it will generate immediate, meaningful, and objective feedback of customer's expectation and preference (mcalexander, Kim & roberts, 2003) .
Satisfied travel agencies customers are likely to act positively due to psychological needs to maintain satisfaction (hsu & chiu, 2007) . satisfaction in the case of hajj and umrah travel agencies is that customers measure and value their expectation and actual performance of all types of service provided by hajj and umrah travel agencies, including hotel, catering, hospitality of employees, etc. Those values are obtained after consumer using the service from hajj and umrah travel agencies.
Trust
Trust is important in relationship between customers and travel agencies (gilbert & gao, 2005) . moorman, despande, and Zaltman (1993) defined trust as a willingness to rely on an exchange partner in whom one has confidence. Meanwhile, according to morgan and hunt (1994) trust influences the way in which exchange partners perceive disagreements and
Perceived Value
customers choose between products that offer more value, which is the sum of product benefits, both tangible and intangible, and costs (Kotler, 2012) . determining, delivering, and communicating customer value are very important aspects in every service provider. These three aspects are the part of the core strategic design processes and determine the competitiveness and long-term survival of an organization (narver and slater, 1990).
The response-pattern of the research study conducted by Zeithaml & Bitner (2000) sets out four consumer definitions of the value: 1. value is low price 2. value is whatever i want in a product/service 3. value is the quality i get from the price i paid 4. value is whatever i get from whatever i have given hence, they developed the dimensions of perceived value into six points, consisting of: 1. functional value of the Travel agency (installation) 2. functional value of the contact Personnel of the Travel agency (professionalism) 3. functional value of the Tourism Package purchased (Quality) 4. functional value of Price 5. emotional value 6. social value
Customer Satisfaction
satisfaction is the consumer's overall evaluation of products received (fornell & johnson, 1991) . overall evaluation has positive influence on (1996) conceptualize Trust as a multidimensional construct in the research of business to business (B to B) or business to consumer (B to c), with two dimensions: honesty/ reliability/expectancy and fairness/ benevolence. The first dimension, honesty, is a trust based on the belief that service provider has the appropriate skill and expertise (anderson and narus, 1990 ) while the second dimension, namely benevolence, is defined as the belief that service provider will give an assistance and try avoiding any risk to ensure the conditions to remain normal (andaleeb, 1995; ander- arguments. when trust is present, parties will view conflict as functional. Therefore, concerned parties can discuss problems openly because they do not fear malevolent actions by their partners (morgan and hunt, 1994) . it is a security felt by customers that a brand would meet their expectations (2007) figure 1. research model the goal of customers but also reflects affective and cognitive motivation, which maintain long-term relationship (Pan, Pan, newman & lee, 2006; wu & cavusgil, 2006) Hypotheses satisfaction is customers' post-purchase evaluation and affective response on products or the whole service experience. as shore and martin (1989) showed that job satisfaction affected employee commitment, gustaffson, johnson, and roos (2005) proved that satisfaction affected commitment and customer retention. Thus:
Trust affects commitment (Kramer, 1999) . high-trust persons will form commitment less frequently than do low-trust persons facing uncertainty (yamagishi, cook, and watabe, 1998). Thus:
h2: customer trust affects customer commitment some literatures proved the relationship between trust and satisfaction (Bloemer and oderkerken-schroder, 2002) . The higher the satisfaction on travel agencies, whether because of purchased travel packages or of the agencies themselves, the higher trust on travel agencies (moliner, sanchez, rodriguez and callarisa, 2007) . Thus:
h3: customer satisfaction affects customer trust
Perceived value is presumed as value that involves customer appraisal between perceived benefits and person and narus, 1990). several studies have used both of these dimensions in different subjects (Kumar, scheer and steenkamp, 1995; andaleeb, 1995; schurr and ozane, 1985; doney and cannon, 1997) .
in the case of hajj and umrah travel agencies, honesty refers to a belief that travel agencies will keep their promises and have the capacity to fulfill them. meanwhile, benevolence or goodness is a belief that the travel agencies will always put customer needs into their priority and ready help customers any time during the trip. Trust is a factor inherent to the commitment and is one of the essential elements for hajj and umrah travel agencies in order to maintain long-term relationship with customers. if a customer trusts a travel agency, he or she will consider using the service of the same agency in the future.
Commitment
commitment is customer urge to keep relationship with retailers (morgan and hunt, 1994) . commitment has a strong relationship with relationship quality because the basic of keeping good relationship is fulfilling promises, which produces trust that makes customer to use service from a service provider. conversely, if they do not fulfill their promises, customers will not continue the relationship (morgan and hunt, 1994). dwyer et al. (1987) considers commitment as the highest order of relationship between customers and service providers.
commitment consists of affective and cognitive commitment (geyskens et al., 1996; wetzels et al., 1998) . This means that commitment is not only cronbach's alpha, and validity was tested using principal component factor analysis.
for the main test, data were gathered from approximately 300 man and women who live in greater jakarta and had used hajj and umrah travel agencies in the past. however, after checking the response quality, 219 usable questionnaires were obtained. The questionnaires were given to respondents directly as well as by online from september to november 2011, and the data collected were analyzed using structural equation modeling.
The sampling method used was convenience sampling. The sampling method was chosen die to the lack of population data of current users of hajj and umrah travel agencies. for hardcopy questionnaires, respondents were approached individually by the researchers, or the questionnaires were given to the respondents by surveyors.
The respondents filled the questionnaires by themselves while being attended by the researchers or surveyors and returned the questionnaires to the researchers or surveyors. for online questionnaires, respondents were collected using snowballing technique; respondents who had filled the questionnaires were asked whether they had a friend, family, or relative who also used hajj and umrah travel agencies. Then the questionnaires were sent by emails or social media.
resuLt and discussion

Pilot Test Statistics
Pilot test results are presented in appendix c. overall, the measurements are reliable and valid. The cronbach's ceived cost. (Zeithaml et al, 2000) . some studies found out that perceived value affected trust and satisfaction (ravald and gronroos, 1996 (2007) . The measurements were adapted to hajj and umrah travel agencies and translated to indonesian (appendix a), and its pilot test was conducted to thirty respondents who had used hajj and umrah travel agencies and live in greater jakarta (jakarta, Bogor, depok, Tanggerang, and Bekasi). Questionnaire was tested on the wordings, validity, and reliability. The wording was tested on the readability and clearness of meaning of sentences. reliability was tested using
Measurement Model
Model fit indices of confirmatory factor analysis for measurement model is presented in Table 1 . The overall goodness of fit of the measurement model is adequate and does not require modification. The validity of the measurements is presented in appendix d. The t-value of each item is above 1.96, and the standardized loading factors are above 0.05.
Structural Model
Post-purchase value and trust to the travel agencies do not significantly affect commitment to the travel agencies but significantly and positively affects satisfaction to hajj and umrah packages and the travel agencies. satisfaction to hajj and umrah packages and the travel agencies significantly affects trust and commitment to hajj and umrah travel agencies. 
Respondents Profiles
The majority of respondents of the main test are female age 31 to 60 years old. most of them are married and are high school graduates. They live majority in jakarta, Bogor, and depok. Complete profiles of respondents are presented in appendix B Figure 2 shows the significance of the causal paths.
These findings are different from the previous study (moliner, sánchez, ro- while post-purchase value indirectly affects customer satisfaction, satisfaction is found to influence trust. This means that post-purchase value both directly and indirectly influences customer trust. The customers' trust on hajj and umrah travel agencies can be elevated by increasing post-purchase value or customer satisfaction. however, the effect of the mediating role of satisfaction from post-purchase value to trust is lower than those of directly from post-purchase value. This implies that post-purchase value have stronger effect directly to trust than does indirectly by customer satisfaction. The implication of this finding is that if hajj and umrah travel agencies intend to increase their customers' trust, increasing post-purchase value needs special attention while not neglecting their customers' satisfaction.
finally, while post-purchase value is found to directly affect customer satisfaction and trust, it does not directly affect customer commitment. Trust is also found not to directly affect commitment. This implies that post-purfigure 2 presents the standardized loading factors of the paths among the constructs, from constructs to their dimensions, and from dimensions to their items. The slf of the path from value to commitment is 0.59 and from satisfaction to commitment is 0.31. This means that perceived value affected customer trust to umrah and hajj travel agencies more than their satisfaction do.
on the path from post-purchase value to its dimensions, the slf of perceived value of quality of service of hajj and umrah travel agencies (PacKage) and emotional value (emoTional) are greater than the others (0.86 and 0.83). This means that perceived value of quality of service and emotional value explain more post-purchase perceived value than do the other dimensions. on the path from satisfaction to satisfaction with travel agencies and to satisfaction with hajj and umrah travel agencies, the slf of satisfaction of the travel agencies and of the hajj and umrah packages are the same (0.97). This means that both the satisfaction of the agencies and the packages equally explain customer satisfaction.
concLusion
This paper studies the effect of customer post-purchase value of umrah travel packages, the travel agencies, and other values to customer satisfaction of both hajj and umrah travel packages and the agency and to customer trust and commitment to the travel agencies. results show that customer post-purchase value positively affects satisfaction and trust to the travel agencies. This means that hajj and umrah travel agencies should focus on post-purchase value in order to age in the data collection so that there were possibilities that some respondents could have been younger than 15 years old or older than 60 years old. The survey does not measure the frequency of respondents in using the same agencies as well as the price of their travel packages. first time customers and repeat customers may have different behavior and expectation to travel agencies as well as differences due to different prices.
further studies need to expand sample to more general population. The role of pre-purchase expectation needs to be examined as one of the factors of satisfaction, and the moderation effect of package price on expectation needs to be studied. The effect of packages price on expectation also needs to be studied. last, the effects of number of times a customer using the same agency and price of hajj and umrah package needs to be studied.
chase value indirectly affects customer commitment by satisfaction alone. in order to increase customer commitment, hajj and umrah travel agencies are needed to focus on increasing postpurchase value and customer satisfaction to elevate customer commitment.
This study's contribution to the theory is in two aspects. First, this is the first attempt to study hajj and umrah travel agency. second, different to travel agencies as general, for hajj and umrah travel agencies. as the respondents used a variety of the travel agencies and not concentrated to a few agencies, this implies that the results presented are not limited to a few travel agencies only.
There are some limitations in this study. majority of the respondents are female between 30 to 60 years old and live in the greater jakarta area. This research does not control respondents '' andaleeb, s. s. (1995) , dependence relations and the moderating role of Trust: implications for Behavioural intentions in marketing channels. International Journal of Research in Marketing, 12 (2, july 1995), 157-72. anderson, j. c. and narus, j. a. (1990) , j. and odekerken-schroder, g. (2002) , store satisfaction and store loyalty explained by customer and store-related factors. Journal of Customer Satisfaction, Dissatisfaction and Complaining Behavior, vol. 15, pp. 68-80. Bolton, r. n., & lemon, K. n. (1999 
